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Appraisal theory, a theoretical system first introduced by linguist J. R. Martin in 
the early 1990s, is a particular approach to explore, describe and explain the way 
language is used to evaluate. It is used to analyze the interpersonal function and 
semantic evaluations at the discourse semantic level and it is also concerned with 
negotiable attitudes in the discourse. To be specific, the theory explores methods in 
which people use language to express attitude, judgement and appreciation, and the 
way of realizing empathy and ultimately achieving the purpose of persuasion. Since 
its inception, Appraisal Theory has been applied in many texts of different genres and 
types. This dissertation attempts to apply it to a new domain that it has never been 
studied before— English recruitment discourse. 
In this dissertation, the author conducts a tentative analysis of English recruitment 
advertisement under the three subsystems of Appraisal—Attitude, Engagement and 
Graduation. Based on the careful analysis of the data from a corpus of 30 English 
recruitment advertisements, the author aims to explore the preference of appraisal 
resources, and their cooperative effect on the realization of communication between 
writers and readers. 
The dissertation is comprised of five chapters. The first part is Introduction, 
which presents research background, significance of the research, methodology of the 
study as well as the organization of the dissertation. Chapter 2 introduces the basic 
concepts of advertisements, reviews the previous studies of advertisements, and then 
describes the special characteristics of English recruitment advertisements. Chapter 3 
is an elaborated account of the theoretical framework—Appraisal Theory for the 
present study. The three sub-systems—Affect, Engagement and Graduation are 
introduced in detail. In addition, a review of the previous studies in the field of 
Appraisal analysis is displayed. Chapter 4 is the central part of this dissertation. In this 
chapter, an in-depth analysis of the realization of Appraisals in the thirty English 















distribution of different Appraisal resources and reveal their functions in English 
recruitment discourse. Chapter 5 is the conclusion of the whole dissertation, including 
the major findings of this study, theoretical and pedagogical implications of the 
research, and the limitations of the study as well as the prospects for the future work 
in this field. 
This dissertation makes exploration and analysis on the Appraisal meaning in 
English recruitment discourse, which would prove the applicability of the Appraisal 
theory in this particular discourse and provide reference method for the study of 
Appraisal resources in discourse analysis. In addition, it sheds light on writing 
recruitment advertisements and teaching English recruitment advertisement reading, 
which would be of some directive significance in the practical teaching. 
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Chapter 1 Introduction 
 1
Chapter 1 Introduction 
1.1 General Statement 
With the rapid development of science and technology, modern business and its 
commercial advertisement through various mass media have greatly influenced 
people’s life. As a sub-genre of advertisements, the English recruitment advertisement 
belongs to the persuasive genre and functions as a medium between the employer and 
the potential employees. Thus, the discourse of English commercial advertisement is 
of great importance in contemporary society and it reflects typical interpersonal 
relations, which are worth exploring. In fact, it has received much attention from 
advertisers and linguists, who have mainly focused on its application in the area of 
stylistics, sociolinguistics, pragmatics and systemic-functional grammar. Some 
scholars, by means of SFL and Discourse Analysis, studied recruitment 
advertisements from the perspective of interpersonal meaning. However, this genre 
has never been studied based on the Appraisal theory. 
Appraisal theory is a systematic lexico-grammatical framework based on 
Systemic Functional Linguistics (SFL). Within this theory, interpersonal meaning at 
the level of lexiogrammar is analyzed as choices in systems of mood and modality, 
and as attitudinal lexis. It is concerned with the linguistic resources by which a 
text/speaker comes to express, negotiate and naturalize particular inter-subjective and 
ultimately ideological positions. Within this broad scope, the theory is concerned 
more particularly with the language of evaluation, attitude and emotion, and with a set 
of resources which explicitly position a text’s proposals and propositions 
interpersonally.  
It has opened up areas of research on interpersonal meanings that were largely 
neglected within SFL. Since its birth in the mid-1990s, this theory has been applied in 
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